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The rapid expansion and advancement of information and communication technologies 
(ICTs) and the consequent development of e-services has altered the nature of customer-service 
(goods/services) provider interactions. Presently, customers are not passive adopters of the 
service anymore, but rather are equal partners in the process of adding value. Hence, it is critical 
for service providers to establish high quality individualized interactions with each individual 
customer to enable him or her to “Co-Create” unique values and experiences with them.  
The benefits of the “Co-Creation” of value by customers have been widely discussed. 
However, the marketing research to date has rarely addressed the effect of customers’ individual 
differences in goal pursuit and the relevant perceptions on exhibiting co-creation behaviors. The 
current dissertation empirically addresses the aforementioned limitation of the literature by 
providing a regulatory focus perspective. The goal of this research is twofold. First is to provide 
a conceptualization of the roles of both customers and service providers in value co-creation 
process of e-services, considering the customers’ regulatory focus. The second is to empirically 
examine the conceptualization and suggested theoretical framework. 
Founded upon the literature from service marketing, individual psychology, consumer 
behavior, and service dominant logic, this study has proposed and investigated a comprehensive 
conceptual framework of value co-creation behavior of e-services customers. The model outlines 
a process of “Customer Value Co-Creation Behavior” (CVCB) and the factors suggested to 
influence the exhibition of this behavior. The customer attributes variables of role clarity, self-
efficacy, and motivations (extrinsic and intrinsic) were proposed to mediate the relationships 
between two regulatory foci, promotion and prevention, and the customer value co-creation 















provider efficacy, were suggested to moderate the relationships between two regulatory foci 
and, role clarity and self-efficacy. Finally, it was proposed that customer value co-creation 
behavior leads to satisfaction and subsequently loyalty. 
This investigation employed a nonexperimental, quantitative, correlational, cross-
sectional survey design and included a convenience sample of 915 customers who were mobile 
banking users of an Iranian commercial bank. The achieved results via partial least squares 
(PLS) methodology provided evidence of the proposed mediating effects of customer 
attributes variables, which in turn indicate that customers’ regulatory focus exert influence on 
their value co-creation behavior through these variables. Moreover, all the moderating effects 
of provider attributes variables have been proved except for the moderating effect of customer 
socialization on the relationship between promotion foci and role clarity variables. Lastly, it has 
been demonstrated that customer value co-creation behavior leads to customers’ satisfaction and 
loyalty. 
The findings of this study contribute to the grasping of customers’ regulatory focus 
effects on customers’ value co-creation behavior for both managers and academics. This research 
is proposed to actuate further academic research as well as contribute advice for service 
providers who endeavor to expand their value co-creation activities. 
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